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Domestic and international strategies in the Queensland wine industry 
 
Abstract 
Purpose - Over the past decade, the Queensland wine industry has experienced a greater 
percentage growth than the Australian national average. The aim of the research undertaken 
for this article was to identify specific national and international strategies that have allowed 
the industry to achieve this level of growth. 
Design/methodology/approach - The study involved a quantitative survey of all 
Queensland wineries at the time (n=101), using a five-point Likert-scaled questionnaire with 
questions developed from the literature, together with a small-scale qualitative survey 
involving in-depth interviews of winery managers and industry leaders. 
Findings - The findings indicated that key strategies in the domestic sector included a focus 
on cellar door sales combined with establishing links with the tourism industry, together 
with an incremental expansion of domestic markets. For the international sector, additional 
strategies included targeting familiar, psychically-close and niche markets in the initial 
stages of exporting, as well as taking advantage of firm-specific strengths and managerial 
competencies. 
Originality/value - Not previously regarded as a major wine producing region of Australia, 
the Queensland wine industry has received limited attention in the literature, particularly the 
reasons for its rapid growth in recent years. The article helps to identify the strategies used 
by wineries in both sectors that have assisted the growth of the industry. 
Key words - International Business, Wine Marketing Strategies, Queensland Wineries, 
Wine Tourism.  
Paper type – Research paper 
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Introduction 
Over the past decade, the Queensland wine industry has experienced a higher percentage 
growth than the national average in terms of the number of producers, tonnage crushed and 
the value of exports. However, Queensland remains a minor player, constituting 0.1 percent 
of Australia’s wine grape production in 2008 (ABS, 2009). The surplus of supply over 
demand, contributing to reduced prices and profitability for many wineries (Palmer, 2008), 
together with the high value of the Australian dollar has further exacerbated the situation. 
These issues have been particularly challenging for Queensland wineries resulting in their 
need to focus on both domestic and international strategies to enable them to compete with 
the more established wineries in other part of Australia. 
The size, climate and soil types, together with the dispersed nature of Queensland 
wineries add further challenges for the wine industry. Queensland is Australia’s second 
largest state, covering 1.7million square kilometres, and extends from approximately 10 
degrees south, to 30 degrees south of the Equator. It therefore has a climate ranging from the 
tropical to sub-tropical and from very high to very low rainfall. Variations also occur as a 
result of the higher altitude of some areas. In general, the wine regions within Queensland 
are ill defined, with only two officially recognised regions based on geographic indicators, 
the Granite Belt and South Burnett.  A further six potential wine regions were identified by 
Tourism Queensland, including: Darling Downs; Gold Coast and Hinterland; Scenic Rim 
and Brisbane; North Burnett; Sunshine Coast and Hinterland; Somerset Valleys; and 
Western Downs. (See http://www.queenslandwine.com.au/index.php?MMID=124) 
 The aim of this paper is to report on exploratory research undertaken to gain a better 
understanding of the strategies adopted by the Queensland wine industry that have enabled it 
to achieve its significant growth in recent years. It begins by providing an overview of the 
literature on some of the key domestic and international strategies that have been used to 
achieve growth in the wine industry. It then reports on research undertaken in the 
Queensland wine industry, using survey data from the wineries, as well as a small number of 
in-depth interviews to identify the strategies adopted in both their domestic and international 
markets. 
 
Overview of the literature 
 Prior research has identified a number of strategies that help explain the success of 
the Australian wine industry during the past twenty years. Jordan et al. (2007) found that 
Australian wineries identified success factors as including having a marketing and growth 
strategy, being proactive in exporting, generating and innovative and entrepreneurial 
environment, and engaging in inter-organisational collaboration. They also found that these 
factors were enhanced when government legislation was ‘less restraining’ for the industry. 
Success factors identified in other research have included the production of unique and high 
quality wines, offering a range of wines priced to match market demand, building on a 
strategy of strong cellar door sales, and having a good network of distributors 
(Wickramasekera and Bamberry, 2003a). 
While many of the strategies are equally relevant to both the domestic and 
international markets, there are also differences. The following sections discuss in more 
detail the findings of prior research, bringing out some of the similarities and differences in 
the domestic and international strategies used. 
 
Domestic strategies 
Focus on cellar door sales 
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A key strategy in the domestic market has been to focus on cellar door sales. While many 
wineries have used this strategy, it has been the main approach adopted by the smaller 
wineries. This has allowed them to achieve a ‘premium price’ for their wines, particularly in 
periods when there has been an excess supply (Barber et al., 2010). The over- supply has led 
to a severe downturn in the price of wine at a time when production and other costs have 
been increasing. With their fixed costs and limited volumes, the smaller wineries have not 
been able to compete with the larger producers who have been able to use economies of 
scale to reduce prices in the increasingly competitive market (Wickramasekera and 
Bamberry, 2003a). 
Consequently, the smaller wineries have focused on cellar door sales, and enhanced 
these arrangements wherever possible. Support strategies used include expanded retail 
outlets to sell other products, café/restaurant facilities, and art and craft galleries (Argyrous 
and Bamberry, 2009). Carlsen (2011) argues that key advantages emerging from cellar door 
sales include providing the firm with an opportunity to communicate its wine brand values 
and develop customer loyalty in addition to generating sales. Some wineries have 
strengthened their cellar door sales by combining them with developing internet websites for 
publicity, and establishing links with the tourism industry. These strategies are discussed in 
more detail in the following sections. 
 
Incremental expansion in the domestic market 
A key strategy for growth in the domestic market described in the literature is that of 
incremental growth over time. Many wineries start out as small enterprises, often family-
owned, based on small to medium sized vineyards. The literature draws attention to scale 
issues such as the limited volume of wine produces in the early stages of development, the 
small-scale Infrastructure of the wineries, the initial dependence on local and regional 
markets, the limited skilled human resources available to the enterprise, and the limited 
amount of capital available from such operations for further expansion. As incremental 
growth occurs in each of these areas, enterprises are able to achieve economies of scale that 
allow them to become more competitive in the domestic market, allowing for further 
expansion. In many cases, Wineries buy grapes from other produces to increase the volume 
of wine needed to maintain reliable supplies for customers, and to expand the varieties of 
grapes processed in order to expand the firm’s range of wines (Argyrous and Bamberry 
2009). 
Despite the importance of exporting for growth, previous studies have shown that the 
importance of developing the domestic market should not be underestimated. In particular, 
the regional stage of market development was found to be significant, enabling small family-
owned wineries to progress incrementally into national and international markets. For 
example, Westend Estate Wines, established on the outskirts of Griffith in 1945 by 
immigrants from Italy, and taken over in 1974 by the founders’ son, adopted most of the 
above strategies, moving over time from local sales into regional, national and export 
markets. (Argyrous and Bamberry 2009; www.westendestate.com.au) 
 
Using the Internet to expand sales 
Many wineries have established webpages as a strategy to promote sales, both in domestic 
and international markets (Sellitto, 2004). A study of wineries in the Riverina and Hunter 
Valley regions of New South Wales revealed that all the firms had webpages as one of their 
strategies. These varied in scale and sophistication from basic information about winery 
location and contact details to very detailed entries including the history of the firm, 
photographs of the winery, cellar door sales and other facilities, detailed descriptions of the 
wines, newsletters about the company, and even videos about a range of activities being 
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undertaken by the firm (Argyrous and Bamberry, 2009). Research into the marketing of 
specialised varieties of wine in the Bordeaux region of France showed that while the Internet 
can provide a useful vehicle for the marketing of new varieties, care needs to be taken to 
ensure that the varieties promoted are ones likely to appeal to customers more likely to use 
the Internet (Mora, 2006). 
 Another approach to the use of the Internet was the case of a group of wineries that 
established a joint website to advertise their wineries and wine. This strategy was undertaken 
in the Gippsland region of Victoria to take advantage of a government grant to fund an 
internet portal to support the development of a wine-industry cluster. This facilitated the 
development of a shared portal resulting in savings in transaction costs and directory 
services. It also led to the development of new business linkages as well as new partnership 
arrangements and improved business outcomes (Sellitto et al., 2003; Sellitto. 2004).  
 
Taking advantage of firm-specific strengths 
Many wineries have sought to expand their domestic sales by developing strategies based on 
their specific strengths. Some of the key strengths identified include the following 
(Wickramasekera and Bamberry, 2001, 2003a; Argyrous and Bamberry, 2009): 
 
 focusing on ‘unique’ wines, 
 providing high quality wines, 
 using quality packaging, 
 pricing to match market demand, 
 offering a range of wines, and 
 establishing a network of distributors. 
 
Wineries had improved the quality of their wines by upgrading their winemaking skills 
through sponsoring the education of family members in university and college winemaking 
courses, by employing graduate winemakers, or by contracting out production to 
experienced winemakers in neighbouring wineries. As well as improving quality, this often 
allowed the firms to introduce more specialised or ‘unique’ wines. They also developed new 
or improved laboratory facilities, often on a small scale, but significant in terms of the 
quality of the wine produced. At the same time, technological improvements and innovations 
were made, such as introducing innovative stainless steel vats and equipment (Argyrous and 
Bamberry, 2009; Patel, 2007).  
Several of the firms in the earlier studies had introduced both high-priced quality 
wines as well as lower-priced brands, each with distinctive brand names, labelling, and 
packaging. Developing linkages with distributors was another strategy. Terrel Estate Winery, 
owned by a grape-growing family who purchased a winery when a production glut reduced 
prices, made use of wine-brokers because of its lack of experience in wine marketing. 
Having established a good working relationship with brokers in the domestic market, the 
firm later used this strategy to enter the export market (Argyrous and Bamberry, 2009).  
 
Developing links with the tourism industry 
Linking local cellar door sales with the tourism industry is a strategy used in many parts of 
the world. Both industries can take advantage of a common set of customers, common 
logistics (e.g. transport routes, coach tours), common inputs and supplies (e.g. food and 
beverages), and common programs such as destination marketing (Merrilees et al., 2007; 
Morgan et al., 2004). The geographic proximity of enterprises has led to the development of 
industry clusters (Porter, 1998). 
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Within Australia and New Zealand many of the wine clusters tend to be ‘embryonic’ 
in nature and are not well established (Dana, 2008). However, both firms and governments 
have recognised the importance of forging links with the tourism industry to promote wine 
regions and expand market opportunities (Getz and Brown, 2006). Established wineries such 
as De Bortoli Wines have tapped into wine tourism by purchasing existing wineries in 
tourism-oriented regions including the Hunter, King, and Yarra Valleys, and by establishing 
other attractions such as function centres and restaurants at the newly-purchased wineries 
(Bamberry, 2010; www.debortoli.com.au/). A similar partnership between the wine and 
tourism industries in New Zealand has been mutually beneficial (Manawatu Standard, 2007).  
 
International strategies 
Targeting familiar and psychically-close markets 
Exporting has long been a significant strategy for access to higher levels of demand, 
especially for firms in countries with a relatively small domestic market such as Australia. 
Firms often begin by exporting to “psychically close” countries, later extending to other 
countries as they gain international experience. Psychically close countries generally share 
the same language, or have similar cultural values, business and legal systems, and markets 
that facilitate business operations in the early stages of exporting (Smith et al., 2011). For 
example, Australian firms in the past often began exporting to English-speaking countries, or 
to countries with similar cultural values.  This was identified in early research by Johanson 
and Vahlne (1977) and Wiedersheim-Paul et al., (1978), and was confirmed in later studies 
such as those of Erramilli (1991) who identified market similarity between the home market 
and the export market as a major determinant of market selection. However, recent studies 
tend to contradict the earlier findings on the importance of psychic distance (Singh, 2009). 
 
Limiting the number of markets 
In an Australia-wide study which included observations on the use of this strategy, it was 
found that the number of export markets entered ranged from 1 to 48, the average being 7. 
However, it was common for the firms to limit the number of markets in the early stages, 
gradually increasing the number as the firm gained expertise in international sales. This often 
involved firms developing strong links with distributors in particular countries, and in some 
instances these distributors provided the opportunities to enter additional export markets 
(Wickramasekera and Bamberry, 2003a). 
An example of this approach is De Bortoli Wines at Griffith in New South Wales. 
The firm initially sold its wine in bulk to agents who sold it under their own labels in a 
limited number of markets. Whilst this was successful for a time, the firm recognised the 
disadvantage of not establishing its own brand name, and eventually withdrew from this 
arrangement. It later entered the export market under its own name (Argyrous and Bamberry, 
2009).  
 
Targeting niche markets 
Niche marketing has been considered a useful strategy where wineries have the ability to 
differentiate their products from those of their competitors (Collins, 2005; Martin, 2003). An 
example of this is a wine produced by De Bortoli Wines at Griffith. Following 
experimentation over a number of years, the firm produced a sweet wine in the German style 
that is made from late season Semillon grapes that have been affected by the Botrytis mould 
which concentrates the sweetness in the grapes. The wine was first produced at the family 
winery in 1982 and named ‘Noble One’ in 1990 to comply with EU regulations (Hinchliffe, 
2003). Since then it has won over 100 trophies and 358 gold medals both nationally and 
internationally (www.debortoli.com.au).  
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Targeting niche markets has been identified as a particularly useful strategy in 
difficult economic times. A study of the wine industry in the Languedoc- Roussillon region 
of France found that in a crisis situation, the majority of the wineries investigated adopted a 
combination of niche and differentiation strategies (Duquesnois et al., 2010).  
 
Taking advantage of firm-specific strengths 
This strategy has been used by firms to capitalise on their technological, marketing, and 
price advantages in export markets (Cavusgil and Naor, 1987; Axinn, 1988). Others have 
focused on the high quality and uniqueness of their wines, the range of wines produced, the 
quality of the packaging, and the firm’s ability to establish a network of distributors (Obadia, 
2010). An example of this is Casella Wines. Increased demand for the firm’s wines 
following a major expansion into export markets resulted in the replacement of bottling lines 
with new, high volume, high-speed lines. Other technological developments included the 
installation of five new presses, three centrifuges, and over 60 million litres of storage 
capacity, making the winery capable of crushing 120,000 tonnes of grapes during a vintage. 
(www.casellawines.com.au; Materials Handling and Management, 2010) 
 
Taking advantage of managerial competencies 
Some export strategies have been based on taking advantage of attributes or competencies of 
the owners and managerial staff of the firm, such as the following: 
 
 completed tertiary education, 
 foreign market orientation and training in export matters, 
 previously worked for a company that exported, 
 worked overseas and 
 fluency in foreign language(s). 
 
Having a foreign market orientation and knowledge in export matters was identified some 
years ago (Cavusgil and Zou, 1994). An example of this is Casella Wines. After operating on 
a relatively small scale for many years, the second generation family management decided to 
make a concerted effort to expand into the export market by producing its Yellowtail brand 
especially for the US market (Argyrous and Bamberry, 2009; Steane and Dufor, 2010).  
   Another strategy based on foreign market orientation, is that of early entry into export 
markets, also referred to as the ‘born global’ approach. This occurs where firms enter export 
markets within the first few years of their establishment. While an incremental approach to 
internationalisation is more common, it was found that it is possible for some firms to 
internationalise successfully early in their development, generally where managers have a 
foreign market orientation (Argyrous, 2000; Wickramasekera and Bamberry 2003b). An 
example of this was observed in prior research in relation to a winery, owned by a Spanish 
immigrant family, who initially established a vineyard to sell grapes to wineries in the 
Griffith area of New South Wales. The family later purchased a winery when a production 
glut reduced prices for their grapes. The firm made use of wine-brokers because of its lack of 
experience in wine marketing. Having established a good working relationship with brokers 
in the domestic market, it was a logical progression to use their expertise to enter the export 
market. The foreign market orientation of the owners in this case resulted in the firm 
becoming an early exporter (Argyrous and Bamberry, 2009).  
 
Overcoming perceived export-inhibiting factors 
Some firms internationalise their operations by working towards overcoming export-
inhibiting factors such as: 
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 unfamiliar foreign business practices, 
 the lack of financial resources, 
 the limited quantities of stocks for market expansion, 
 extensive legal and regulatory barriers,  
 difficulties collecting payments from foreign markets, 
 management’s lack of knowledge and experience, 
 low priority afforded to export market development, 
 exchange rate variability, 
 limited government support encouraging exports, 
 extremely low prices required to gain volume sales, and 
 problems in selecting a reliable foreign distributor. 
 
Having limited stocks of wine to meet export market demand was a problem faced by a 
group of small wineries who felt this could lead to the dissatisfaction of buyers and give the 
firms a poor reputation as reliable suppliers. They sought to overcome this and achieve 
economies of scale by establishing a joint venture under a separate brand name, with its own 
named varieties (Argyrous and Bamberry, 2009; www.penmarawines.com.au).  
In other cases, less formal arrangements have been used, often referred to as 
networks. Lindgreen (2001) drew attention to this strategy in the New Zealand wine industry 
in aiding exporting, while similar findings were made in the Australian wine industry 
(Wickramasekera and Bamberry, 2001).  
The above review of the literature, including prior research in the area, indicated 
clearly the domestic and export strategies that have worked for Australian wineries. These 
strategies were incorporated into the following key research question and propositions in 
relation to the Queensland wine industry, while keeping an open mind as to the possibility 
that other strategies specific to the Queensland context might emerge from the research.  
 
Key research question: What are the key strategies that the Queensland wine industry has 
adopted for expanding its domestic and international markets? 
-     
P1: Queensland wineries tend to rely on cellar door sales for domestic sales 
P2: Queensland wineries use the Internet to expand sales 
P3: Queensland winery managers have taken advantage of firm-specific strengths and 
management competencies to develop domestic sales 
P4:  Queensland wineries rely on developing links with the tourism industry for sales 
promotion 
P5: Queensland wineries target familiar and psychically close markets for international   
expansion 
P6: Queensland wineries tend to target niche markets 
P7: Queensland winery managers take advantage of firm specific strengths and managerial 
competencies to overcome perceived export-inhibiting factors 
 
Methodology 
It could be argued that the criteria underpinning domestic and export strategies identified in 
the literature are not specific to Queensland, but can also be applied to other regions. As 
there is currently very little literature on the Queensland wine industry, it was felt that the 
above criteria provided a good starting point for the research. On the basis of initial 
discussions with industry leaders, it was anticipated that the same set of criteria would be 
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relevant to the Queensland wine industry, but that the outcomes could differ, and that the 
strategies might have been adapted to meet local circumstances.  
It was decided that both qualitative and quantitative approaches would be employed 
in the research methodology to enable triangulation (Jack and Raturi, 2006). The qualitative 
component was included to provide the opportunity to discover potentially new or different 
strategies from a series of interviews with winery managers and owners, some that may not 
have been identified in the literature. The qualitative component involved interviewing a 
small sample of managers, industry leaders and government policymakers in the wine and 
tourism industries to investigate the strategies adopted. For the qualitative section of the 
research, semi-structured targeted interviews with industry leaders, government 
policymakers and managers of a sample of wineries were undertaken, together with 
document analysis of published data on issues related to the development of the Queensland 
wine industry.  
Industry leaders interviewed included members of the Wine Makers Federation of 
Queensland, while policymakers included senior personnel from Tourism Queensland. A 
sample of five winery owners and/or managers was selected for interview on the basis of 
representativeness of the Queensland wine regions. The interviews were recorded and 
transcribed for analysis. The document analysis included material such as the Queensland 
Wine Industry Development Strategy, the South Queensland Country Guide, and online 
information from both government and non-government sources (Queensland Government, 
2004; 2007). 
Content analysis of the transcripts of the interviews was undertaken initially by 
analysing each case noting the specific strategies in the margins as keywords.  The 
information associated with these keywords in each case was then used to develop concise 
summaries on each of the strategies, including examples from each of the wineries.  Once 
the material had been consolidated in this way it was possible to analyse it and formulate 
general findings. To ensure accuracy and a full understanding of the nature strategies used, 
information obtained from the interviews was checked with individual wineries where 
necessary and updated with data from their websites. Discussions were also held with staff 
of government agencies and industry associations to obtain further information, or to clarify 
points emerging from the interview data. These additional sources of information provided a 
form of triangulation in relation to the data collected from the interviews with the winery 
managers and owners. 
The quantitative component used a questionnaire to investigate the export strategies 
employed, particularly those seeking to take advantage of both firm-specific strengths and 
management characteristics. The population included all Queensland wineries (n=101), 
within the Australian and New Zealand Standard Industrial Classification (ANZSIC) code 
2183. The questionnaire incorporated five-point Likert-scale questions developed from the 
literature. The questionnaire was pre-tested, and after some modifications, was administered 
by post. Questionnaires were directed to the marketing manager of each winery, either to fill 
out personally, or to forward to the person regarded as being responsible for the firm's 
decision whether or not to export. A response rate of almost 50 percent was achieved after a 
follow-up to the first mail out. Armstrong and Overton’s (1977) extrapolation method was 
used to check for sample bias, and following this, together with comparisons with published 
data, it was found that the sample was reasonably representative of the population. 
 Initially, in both the qualitative and quantitative surveys, respondents were asked to 
supply general background information on their wineries covering the following 
characteristics: 
 length of time the winery had been operating, 
 number of employees, 
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 location of the winery. 
 
Findings and discussion 
While most of the strategies are similar to those used in other parts of Australia, the 
relatively small scale and limited years of operations of the Queensland wineries have 
resulted in some of their export strategies being different.  
However before analysing the findings on the strategies some background 
information obtained from the survey is outlined. Firstly, the survey showed that most of the 
wineries had been in the industry for a relatively short time even though the Queensland 
wine industry has a history dating back to the 1800s. Almost 28 percent (n= 14) had 
commenced operations within the previous five years, over 80 percent (n = 41) had operated 
for 10 years or less (52 percent from 5 to 10 years) and, 90 percent (n = 46) had been in 
operation for less than 20 years.  
Secondly, the survey showed that the industry comprises a very small number of 
medium- sized wineries (n = 2), employing around 50 employees, and a large number of 
small wineries, (n =49) employing fewer than 10 employees, (n = 40 employ five or less). 
The medium sized wineries dominate the industry in terms of the value of exports. There 
were no large wineries. 
 
Findings on Domestic Strategies 
P1: Focus on cellar door sales 
Most of the wineries operating in the domestic market indicated that they had well-
developed cellar door sales facilities, and that these facilities constituted a significant part of 
their business strategy. They generally produced a limited output and did not have the 
economies of scale to allow them to be price competitive internationally. They achieved a 
premium price for their wines through the cellar–door sales that could not be matched in the 
export market. The excess of supply in recent years had put further price pressures on sales, 
resulting in the decision to concentrate on cellar door sales. 
Where the wineries were producing more than they could sell through cellar door 
sales, they were gradually expanding in local, state and national markets. While 
approximately 21 percent of the wineries limited their market to their local region, twenty 
six percent had expanded state-wide. A further 24 percent were targeting both Queensland 
and adjoining states, while twenty nine percent had extended sales throughout Australia. 
Because of the excess supply problem, many felt they were being forced to sell at 
unsustainable prices in the domestic market, and indicated that they were only able to do this 
because of the higher prices obtained through cellar door sales. However, they saw gradual 
expansion as a way of getting their wines known, and hoped that they would be able to take 
advantage of this once prices returned to more sustainable levels. 
 
P2: Using the Internet to expand domestic sales 
More than 24 per cent of the respondents had an internet site for marketing their wines in the 
domestic market. This was seen as a way of forging direct links with customers and, like 
cellar door sales, saved costs associated with using wholesalers. The Internet was also often 
used as a means of obtaining follow-up sales to customers who had originally made 
purchases through cellar door sales, particularly customers from other states.  
 
P3: Taking advantage of firm-specific strengths  
The survey respondents were requested to indicate the importance of a number of ‘firm-
specific’ strengths that enhanced their competitiveness. These included: strong cellar door 
sales; improving the quality of the wine; the uniqueness of the wines; offering a range of 
 11
wines; pricing to match market demand; quality packaging; and an established network of 
distributors. In Table 1, items identified by 50 percent or more of the respondents are listed 
in the order of importance based on the cumulative frequency of ‘agree’ or ‘strongly agree’ 
responses to the questions. The table also shows the differences between those firms 
concentrating on the domestic market and the exporters. The following findings relate to 
firms focusing on the domestic market. 
The three key firm-specific strengths mentioned included the uniqueness of the 
wines, the quality of wines and the strengths of cellar door sales. Less significant were 
quality packaging, pricing to match market demand and offering a range of wines. Not 
surprising for wineries focusing on cellar door sales, establishing a network of distributors, 
was considered less important. 
 
Table 1 to be placed here 
 
P4: Developing links with the tourism industry 
Most of the wineries were forging links with the tourism industry, mainly by getting their 
cellar door sales included in tourism brochures, websites and maps, as well as in more 
specialised wine tourism literature and websites. As one owner pointed out, “most of our 
market is tourism.” The level of integration has been shown to be higher in Queensland than 
in Australia as a whole, with 90 per cent of Queensland wineries having cellar door sales, 
while the national average is 73 per cent (Tourism Australia, 2007).  
Tourism Queensland has promoted the strategy through publications such as the 
South East Queensland Country Touring Guides. For example, the Granite Belt Touring 
Guide includes information on cellar door sales, details of restaurants using locally grown 
produce, as well as information on lavender farms and the region’s art galleries. By linking 
themselves with the tourism industry, some wineries, while remaining mainly focused on the 
domestic market, have started to tap into the international market in a limited way. An 
example of this can be seen in comments about overseas tourists who visited a cellar door 
sales outlet. 
 
“While they do not buy a lot at cellar door because they have to carry, we tell them 
‘buy a bottle, buy a case and we will deliver it to your door’. We forward cases of 
wine by airfreight to overseas customers in Singapore, Japan etc.”  
 
Document analysis shows that the strategy has received a boost since 2004 when the 
Queensland Department of Tourism, Fair Trading and Wine Industry Development reviewed 
the state’s wine industry and formulated a comprehensive strategy for its development.  
Although not matching the tourism regions exactly, nor using the same names in 
some cases, most wine regions are reasonably close to tourism regions. Responses from 
interviews indicated a strong level of support for the strategy. 
 
Findings on International Strategies 
The findings emerging from both the quantitative survey and the qualitative interviews on 
the international market development strategies adopted can be categorised under the 
following broad headings which are addressed in detail below: 
 
 Targeting familiar or psychically-close markets, 
 Limiting the number of markets targeted in the initial stages of exporting, 
 Targeting niche markets, 
 Taking advantage of government support, 
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 Taking advantage of firm-specific strengths, 
 Taking advantage of managerial competencies, 
 Overcoming perceived weaknesses and inhibiting factors. 
 
 
P5: Targeting familiar or psychically-close markets 
The findings indicated that some wineries were initially targeting markets such as Iceland, 
Singapore and Japan.  This is unlike the findings in the earlier literature where the first 
markets entered included familiar ones such as the United Kingdom, New Zealand, or 
countries in Europe and North America (Wickramasekera and Bamberry 2003a).  
However, in the case of Iceland, the choice was psychically close as the wife of the 
manager had come from that country.   Possibly, in the intervening period since the earlier 
studies, winery managers may have become more internationally oriented. Within Asian 
countries such as China wine consumption has increased, creating new markets and 
opportunities for exporters.  In addition, Asian countries have increasingly become seen as 
both geographically and psychically close to Australia. Other Asian markets listed as ‘the 
most recently entered’ included China and Malaysia, while some of the more traditional 
markets listed were the United Kingdom, the United States, and European countries such as 
Germany and Sweden.  
 
Limiting the number of markets targeted in the initial stages of exporting 
The wineries surveyed appeared to be concentrating on fewer markets than was the case in 
the earlier Australia-wide study.   The number of markets entered ranged from one to nine, 
the average being four, whilst the number of markets entered in the earlier study ranged from 
one to 48, the average being seven (Wickramasekera and Bamberry, 2003a). 
 
P6: Targeting niche markets 
Some wineries were targeting niche international markets as shown in the following 
comment: 
 
“There are a lot of niche markets that the bigger companies tend to bypass. I’ll give 
you an example. We have an arrangement so that overseas visitors can order from 
cellar door sales or duty free shops and we deliver ex-Japan.” 
 
The above results accords with the findings of Toften and Hammervoll (2009) that export-
oriented firms take an innovative approach to niche marketing. 
 
P7: Taking advantage of firm-specific strengths and management competencies to overcome 
perceived export inhibiting factors 
The findings showed that the strategies differed between firms focusing on the domestic 
market and those engaged in exporting. The most noticeable difference was in relation to the 
importance placed on the strength of cellar door sales.  Many wineries in Queensland 
invested in the cellar door due to their reliance on the tourism industry. As highlighted by a 
respondent to the survey ‘ambience and quality of the cellar door’ is an important factor in 
enhancing wine sales. The exporters ranked this much lower than the non-exporters, the 
more important strengths for the exporters being the quality of their wines and being able to 
price them to match market demand. Significant, but of less importance, were the strengths 
of the uniqueness of the wines, the quality of the packaging, having a network of distributors 
and the range of wines available (See Table 1). 
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It was found that 82 percent of the firms with managers who had completed tertiary 
education, and 55 percent with managers who had worked overseas, had adopted export 
strategies. Les significant were the competencies of having received training in export 
matters and having worked for a company that exported.  Fluency in a foreign language was 
not found to be significant in influencing firms to adopt an export strategy (See Table 2) 
 
Table 2 to be placed here 
 
 
While the main focus of the questions about export inhibiting factors was on the exporting 
firms, the questions were also asked of the non-exporters for purposes of comparison. The 
responses are listed in Table 3. The main inhibiting factor identified by the exporters was 
that of selecting a reliable foreign distributor.  While the selection of distributors was also 
important for the non-exporters, it is more important for exporters where distance, as well as 
other factors, increase a firm’s reliance on the competency of its distributors in international 
markets.  
Obtaining an adequate price for their wines was reported as a major export-inhibiting 
factor for the non-exporting wineries. On the other hand, the price factor was seen as less 
inhibiting for the exporters, higher factors being unfamiliar foreign business practices and 
the lack of financial resources. While it has previously been reported that the industry has 
been critical of the level of government assistance, less than a quarter of the wineries saw 
this as an inhibiting factor. However, the lowest inhibiting factor was management’s lack of 
knowledge and experience, possibly a sign of confidence in the firms that had adopted 
exporting as a strategy. In almost all instances, the non-exporters ranked this factor higher, 
indicating that lack of experience in exporting tended to increase their concerns. 
 
 
Table 3 to be placed here 
 
Conclusion 
What are the key strategies that the Queensland wine industry has adopted for expanding its 
domestic and international markets? 
The findings of this study have shown that the strategies adopted by Queensland 
wineries in their domestic and international markets, are similar to the range used by 
wineries in other Australian states. They also reflect the strategies used in the industry 
elsewhere, as reported in the literature. 
However, some differences were identified, suggesting that specific characteristics of 
the Queensland wine industry may account for this. Queensland wineries were found to be 
younger than those in other states, 80 percent having been in operation for 10 years or less. 
There were no large wineries identified in the study, and only 3 percent were medium- sized 
(employing approximately 50 employees). The remaining 97 percent were small wineries 
employing fewer than 10 employees. In terms of value of exports, the medium-sized firms 
were the main exporters. 
These characteristics of the Queensland industry appear to have influenced both its 
domestic and international strategies. Because of their small size and lack of economies of 
scale most of the wineries are focusing on the domestic market, concentrating on cellar door 
sales. This allows them to obtain a higher price for their wines than possible in the more 
competitive international market, particularly in a period of over-supply, and when the value 
of the Australian dollar has been high. 
 14
Other key domestic strategies include developing a close association with tourism, 
using the Internet to expand sales, and expanding the domestic market gradually. Links with 
tourism have allowed wineries to expand sales, not only of wines, but also food, other 
beverages and a range of other products. Other related strategies include taking advantage of 
firm-specific strengths, such as producing more unique and high quality wines. This has 
helped to develop wine-tourism enterprise clusters in specific geographic locations, which in 
turn provide further support for the industry. Queensland wineries have developed these 
related strategies further than wineries in other states, 90 percent engaging in cellar door 
sales compared to the national average of 73 percent. 
In terms of international strategies, the Queensland wineries have used their firm and 
managerial strengths to seek competitive advantage. They have taken advantage of their 
strengths in cellar door sales, though with a greater focus on international tourists. Whilst 
limiting the number of overseas markets in the early stage of exporting, they have been 
prepared to target both psychically close and distant markets, as well as targeting niche 
markets. They have taken advantage of firm-specific strengths such as focusing on unique 
high-quality wines. This has allowed them to reduce the need to compete with better-known 
varieties on the basis of price and quantity.  
The findings also showed that they were taking advantage of managerial 
competencies, such as experience gained from working overseas, and the ability to overcome 
export inhibiting factors. The latter include the low prices currently being obtained in 
international markets and problems in engaging reliable distributors. As described above, the 
inhibiting factors have been overcome to a large degree.  
The implications of the findings from this study are that the domestic and 
international marketing strategies described in the literature are relevant for the relatively 
small and less developed wine industry of Queensland. However, the Queensland wineries 
have shown that by modifying these strategies to meet the particular needs at their current 
stages of development, they have been able to survive and grow in a highly competitive 
market in a period of economic difficulties and uncertainty. 
 There are a number of possible future research projects that could be developed on the 
basis of this research. The findings that one of the key strategies adopted by Queensland 
wineries, that of focusing on cellar door sales combined with developing strong linkages 
with the tourism industry, suggests that it would be useful to undertake further research into 
the nature and extent of these linkages, together with their development over time. This 
could include a study of the development of the current wine regions, the effectiveness of the 
current boundaries and government policies supporting wine regions, the operation of 
regional wine tourism associations, and the potential need for further sub-division of the 
current regions, particularly those covering relatively large geographic areas. While the main 
focus of this research would be on the domestic sector of the industry, it could also 
investigate the trend identified in the current research for wineries to adopt strategies that 
take advantage of the increasing number of overseas tourists who visit Queensland wineries 
and make purchases. 
 Most of the strategies directed towards overseas markets observed in this study could be 
followed up with further research to provide longitudinal observations of developments in 
the industry. However, a strategy of particular significance warranting further research is that 
of producing lesser-known wines. This strategy is of interest as it has the potential to allow 
the Queensland industry to fill niche markets, and to avoid competing on the basis of well-
known varieties with larger inter-state wineries that can use their economies of scale to sell 
at lower prices. 
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